This study focused on the current junior wear client at a specific retailer to determine if a new marketing strategy, design of garments, and adjustments of junior size measurements should be implemented. The objectives of the study were, (1) to analyze junior products offered (2) to observe and document who is shopping in the junior section, (3) to compare who is shopping to the product offerings and size measurements, and (4) to compare the perceived characteristics of the defined junior wear consumer discussed in the review of literature to data collected. The results illustrate that the current junior wear client is not restricted by age, height, or body shape.
